The main objective of this study is to examine the factors that influence the customers' intention to adopt E-banking services in Oman across the Islamic Banking sector. This research endeavours to assess the willingness of the Islamic banks' customers to adopt these services rather than the traditional banking methods. Accordingly, a sample of 300 Islamic banks' customers were surveyed in different districts of Oman. Afterwards, linear regression and one sample t-test were utilized in order to analyse the gathered data. The findings showed that customers have high tendency of embracing and utilizing E-banking services as opposed to the conventional services. Additionally, the results revealed that relative advantage, self-efficacy, ease of use, and facilitating conditions are the fundamental factors that impact the selection of E-banking by Islamic banks' customers in Oman. However, uncertainty had no significant effect on the intention of Islamic banks' customers to use E-banking services. These findings would significantly contribute to the theory, and the way that Islamic banking sector would be practiced and regulated.
Introduction
Contemporary Islamic finance has emerged in the past few decades not only as a complementary component in dual banking systems, but has also been positioned as a viable alternative to the long existing conventional banking system in many countries. However, the conventional banking system is still relatively dominant in many aspects. One of these aspects is the advanced and improved Electronic banking (E-banking) system that was conceived and set up long before the establishment of the modern Islamic banking system. It is evident in this regard that having a developed and secure E-banking system contributes in enhancing the performance and efficiency of banks, and attracting and retaining customers as well (Chong, Ooi, Lin and Tan, 2010; Jalal, Marzooq and Nabi, 2011; Alhinai, et al., 2013; Alkailani, 2016) . Ebanking is also known as internet banking, online banking, web banking, and virtual banking. This form of banking allows the users to manage their bank accounts and perform various banking transactions via the Internet and using their smartphones without the need to visit a bank branch.
In Oman, Islamic banking was introduced in 2012 by the establishment of the first Islamic Bank, namely, Bank Nizwa after the release of the Islamic Banking Regulatory Framework (IBRF) by the Central Bank of Oman, officially allowing the introduction of full-fledged and Islamic banking windows in the country. This was subsequently followed by the introduction of other Islamic financial institutions including Meethaq Islamic Bank, Al-Yusr Islamic Bank, and Al-Izz Islamic bank.
Since its introduction in Oman, the Islamic banking industry has registered a robust and steady growth, estimated at an average annual growth of 14 per cent in financing by the end of 2017 1 . However, it still faces high and tremendous competition from the long-established conventional banks in many regards. It is noteworthy that in other settings (e.g. Malaysia), it was observed that one of the reasons why some Islamic banks were not patronised by customers is their lack of a handy, advanced and effective Ebanking system (Echchabi and Olaniyi, 2012) .
As such, the purpose of this study is to explore and evaluate the adoption patterns of E-banking services by Islamic Banks' customers in Oman, and the factors that influence their decisions. This will certainly provide significant insights to the Islamic banks' managers for the improvement of the banking technologies and enhancement of the competitiveness with the conventional banks.
The rest of the paper is organised according to the following section: the second section will discuss the major studies in the E-banking acceptance by costumers in addition to the research model. The third section will detail the data which provide about the demographic information about the respondents. The forth section describes the methodology that was implemented in order to analyse the data. The fifth section is concerned about the results of the surveyed customers, while the sixth section is concerned about analysing the data. Section seven is going to present the conclusion, and will be followed by the recommendation which is showed in section eight.
Literature Review E-banking Acceptance
The subject of E-banking and its acceptance among banks' customers has been heavily discussed in the previous literature both theoretically and empirically. For instance, Daneshgadeh and Yildirim (2014) investigated the factors impacting internet banking usage by Turkish bank customers. The study covered a sample of 500 respondents and used partial least square test for data analysis. The authors found that perceived usefulness, perceived ease of use and personalization have a strong impact on the customers' acceptance and usage of E-banking services.
In another context, Mukhtar (2015) attempted to evaluate the perception of E-banking services by the British bank customers. The study randomly selected a sample of 100 respondents. Using simple descriptive statistics, the authors found that privacy, security, convenience, and time saving were the main important dimensions to the customers. Agha and Saeed (2015) examined the factors influencing customers' acceptance of online banking in Pakistan. A total of 200 respondents were randomly selected from Rawalpindi and Islamabad cities. Using regression analysis, the authors found that perceived credibility, perceived usefulness, and social risk have a significant effect on customers' adoption of online banking services. Alkailani (2016) also investigated the perception and adoption of E-banking in Jordan. The study covered a sample of 500 respondents, and used exploratory factor analysis and linear regression for data analysis. The findings revealed that perceived ease of use, perceived usefulness, perceived trust, and perceived risk have significant effect on the adoption of E-banking services in Jordan. Khater, et al. (2016) explored the factors influencing customers' acceptance of internet banking services in Sudan. The study covered a sample of 207 respondents and applied SEM in the analysis. Their findings indicated that internet connection quality is the main factor that has direct effect on the behavioural intention to use internet banking in Sudan.
In a different context, Khan, et al. (2017) studied the factors leading to customers' intention to use E-banking services in Malaysia. The study covered a sample of 200 respondents. The findings showed that convenience, trust, perceived ease of use, and perceived usefulness have a significant positive impact on the customers' intention to adopt E-banking services in Malaysia.
In the specific case of Islamic banking, Feraro-Banta (2014) examined the perception of Islamic banks' customers in Bahrain about E-banking services. The study covered a sample of 200 bank customers and used mixed methodology approach, triangulating both quantitative and qualitative outputs. The findings showed that Islamic banks' customers in Bahrain are actively using E-banking services for their daily banking operations. Furthermore, the Islamic bank customers have shown high expectations regarding the E-banking services of Islamic banks, especially in terms of funds' transfer.
On the other hand, Zainuddin (2014) explored the determinants of E-banking adoption by Islamic banks' customers in Malaysia. The author found that perceived ease of use, perceived usefulness, security, trust and cost have a significant effect on the customers' adoption of E-banking services. Moreover, perceived usefulness was fund to have the highest influence on Islamic banks' adoption of E-banking services.
More recently, Echchabi (2018) investigated the level of acceptance of Ebanking services among Islamic banks' customers in various regions of Thailand, covering a total sample of 500 respondents. The author used descriptive statistics, one sample t-test, and structural equation modelling (SEM) for data analysis. The findings revealed that Islamic banks' customers in Thailand have a high tendency to use E-banking services across different groups. Moreover, the results showed that perceived ease of use has a significant positive impact on perceived usefulness. In addition, both perceived ease of use and perceived usefulness were found to have a significant positive impact on customers' adoption of E-banking services.
Theoretical Model
Throughout the past decades, researchers explored some useful models in order to measure the user acceptance behaviour of Information technology and Information systems. The proposed models are Technology Acceptance Model (TAM), Theory of Reasoned Action (TRA), Theory of Planned Behaviour (TPB), or the Diffusion of Innovations Theory (DIT).
TAM has been developed by Davis (1989) is a standout amongst the most well-known research models to forecast to what extend users can embrace and utilize information systems and technology. TAM has been generally considered and confirmed by various researches that assessed the individual technology acceptance behaviour in various information systems concepts.
In TAM framework, there are two main factors that affect the user's intention of using innovative technology, perceived usefulness and perceived ease of use. According to Davis (1989, p.320) , perceived usefulness refers to "the degree to which a person believes that using a particular system would enhance his or her task performance", while perceived ease of use refers to "the degree to which a person believes that using a particular system would be free of effort". These two factors are further affected by external dimensions, namely, social, cultural, and political factors (Ziefle and Jakobs, 2010) .
Social factors incorporate language, skills and facilitating conditions. The used language in the information systems influences the individual's attitude towards the developed technology. If the underlying technical language used is easy to understand, then individual is likely to exhibit a positive attitude towards the technology. The opposite is correct when the language used is challenging and complex. In this case, a negative attitude towards using the technology will be observed (Ziefle and Jakobs, 2010) . Another crucial factor regarding technology adoption concerns qualifications and skills of the potential users. In this regard, the more skilled and qualified are the users, the higher would be the positive attitude towards the technology, and vice versa. On the other hand, the facilitating conditions reflecting the extent to which the organization can provide technical support to the technology users, prepares a proper setting where the individual will be at ease in using the technology and consequently stimulates a positive attitude to adopt it (Ziefle and Jakobs, 2010) .
On the other hand, the cultural factors are mainly obtained from Hofstede's cultural dimensions' theory (Hofstede, 1980) , which are Individualism versus collectivism (IDV), uncertainty avoidance index (UAI), and power distance Index (PDI). The Individualism versus collectivism (IDV) refers to the degree to which one observes the connection between one's self and the group where he or she belongs (Hofstede, 1997) . In the individualist culture, individuals are expected to stand up for themselves and prioritise their own interests over the group's. In contract, in the collectivist culture, the individual's interests and decision making are based on the group which they are loyal to.
Uncertainty avoidance (UAI) is a social dimension which measures to what extent the societies are tolerant of uncertainty. The high uncertainty avoidance societies develop rigid rules and standards which are step-wise strictly followed in order to limit obscure and uncertain conditions. On the other hand, low uncertainty avoidance societies have as few standards as possible, they endure changes and embrace the changing circumstances (Hofstede and Bond, 1984) .
Power Distance Index (PDI) reflects to what extent individuals accept and expect equal distribution of power. High power distance societies are characterised by the autocratic relationships and inequalities between their members, while the low power distance societies are characterised by democratic relationships and equality between members (Hofstede and Bond, 1984) .
Moreover, the political dimensions are mainly the effect of utilizing information systems in the political environment. This can be observed widely in social networks such as, Facebook, Twitter, and blogs and in social media such as, YouTube, e-newspapers, videos and mobiles (Teo, Lee, and Chai, 2008) .
It is noteworthy that TAM was subsequently supported and applied by several empirical studies, and was also adapted by including other dimensions to suit different fields of study, including the E-banking area (Echchabi, 2011; Siraye, 2014; Rahi, et al., 2017; Fawzy and Esawai, 2017) .
On the other hand, the TRA was first introduced to the social psychology field and has been mostly used to explain the relationship between attitude and behaviour. TRA suggests that behaviour is determined by an individual's intention to be involved in a specific behaviour (Ajzen and Fishbein, 1980) . According to TRA, there are two major factors that contribute in predicting behavioural intention, namely, attitude towards the behaviour and subjective norms. The first factor is concerned with the consequences that individual can obtain if he or she performs the behaviour (outcomes). The second factor is concerned with the individual's perception of what the referent groups would believe about his or her behaviour.
Attitude towards the behaviour mirrors the person's belief about the desired outcome when the individual performs a specific behaviour and his or her own positive or negative evaluation of these outcomes. The theory proposed that the intention of specific behaviour would increase when the individual has a positive evaluation of the result gained from performing the behaviour (Ajzen, 1991) .
Subjective norm alludes to a person's apparent social pressure to perform or not to perform a targeted behaviour. The subjective norm is a composite dimension of regulating convictions about a specific behaviour and the person's motivation to comply with relevant others (Fishbein and Ajzen, 1980) . Normative beliefs show one's view of the impact of assessment among reference groups while motivation to comply demonstrates the degree to which the individual needs to follow the desires of the referent other (Mathieson, 1991) . The hypothesis suggest that individuals frequently act based on their view of what others expect from them. Hence, their intention to adopt a behaviour is likely to be impacted by groups who they are belonging to.
Since its establishment, TRA was supported by many empirical studies (e.g. Sheppard, et al., 1988) . However, subsequent researchers noticed lack of robustness and strength of TRA, since its two dimensions were deemed not sufficient to explain human behaviour (Warshaw and Davis, 1985; Davis, Bagozzi and Warshaw, 1989) . Hence, an additional improvement of TRA was performed by some scholars, and extended later to TPB (Ajzen, 1991) .
TPB is actually an expansion of TRA, which includes a construct that incorporates the challenge or easiness of performing a given behaviour, namely, Perceived behavioural control. The latter was added as a solid indicator of intention, which is deemed to have a larger effect compared to attitude and subjective norm. Ajzen justified this extension of the TRA for its weakness in managing behaviour over which individuals have inadequate volitional control (Ajzen, 1991) . Particularly, perceived behavioural control is based on the study of TRA and Bandura's concept of "self-efficacy", which is associated with the idea of "how well one can execute courses of action required to deal with prospective situations" (Bandura, 1982, p. 122) . He postulates that three variables, namely, attitude, subjective norms and perceived behavioural control can affect behaviour. The perceived behavioural control is reflected in terms of both self-efficacy and facilitating conditions. Accordingly, Ajzen (1991) recommends that behaviour is significantly affected by people's trust in their own capacity to perform the behaviour. As such, Ajzen proposed that on one hand, perceived behavioural control and behavioural intention will impact the actual behaviour, and on the other hand, perceived behavioural control, subjective norms, and attitude will influence behavioural intention. In light of the numerous researches related to TPB, Ajzen articulated that the new dimension furnished a noteworthy enhancement when contrasted to TRA.
Afterwards, several empirical studies have effectively connected TPB to the internet banking area in forecasting individuals' intention and behaviour toward Internet banking service such as, Harrison, et al. (1997) , Liao, Shao, Wang and Chen (1999) , and Klobas and Clyde (2000) , Gopi and Ramayah (2007) , Lee (2009) DIT was introduced by Rogers (1983) and could be considered as one of the oldest theories that investigate factors that influence a person's decision to embrace an innovation or advanced technology (Sahin, 2006) . In this regard, Rogers defines the diffusion of an innovation as "the process by which an innovation is communicated through certain channels over time among the members of social systems". The main idea of DIT is that adopting new innovation is occurs within a set of sequential procedures in order to reduce uncertainty. Therefore, people need to put a substantial effort to collect information to form a believe about the new innovative technology. Consequently, this belief will play a major role in making decision whether to accept or reject the technology. Rogers (1983) identified five major factors of adopting new technology. First is relative advantage, which is "how much the innovation is seen as being better than the idea it overrides" (Rogers 1983: 212) . This requires the adopter to trade-off between the expected benefits and the cost of embracing the innovation, which can be articulated in economic or social form. The second factor is compatibility, which is defined as "how much the innovation is observed to be consistent with current values, pervious experiences, and the needs of potential adopters". The computability of innovation is being assessed with respect to the adopter's socio-cultural values and previous innovations, and customer wants for innovative technology. Regarding E-banking, innovation is reliable with the users' present approaches for monetary transactions and the innovation does not conflict with their present values. Thus, the innovation has a better opportunity to be adopted. The third factor is complexity, which describes the degree of difficulty of the innovation to be understood or used (Rogers, 1983: 242) . Complexity shows the amount of physical or mental effort that can be exerted by the user to utilize the innovative technology. It is obvious that the idea of complexity is opposed to the ease of use concept that has been claimed by Davis (1989) in TAM. The forth factor is trialability, which defines the quality or the degree to which the innovation can be tested by the user prior to usage (Rogers, 1983: 243) . Trialability provides the user great opportunity to explore the innovation before committing. This can be achieved for instance by releasing a demo or beta version of the digital services. Thus, potential adopters can experience the service and its possible effect on their daily activities after using it. The final factor is observability, which refers to the extent to the benefits of utilizing the innovation are visible to the user as well as his social environment. This is possible since the potential users usually observe the existing users of the innovation and clearly see the advantage of adopting and using the innovation (Rogers, 1983: 244) . DIT received wide recognition and was heavily used in behavioural studies in various fields (Brown, Hope, Mugera, Newman and Stander, 2004; Carter and Campbell, 2011; Sanni, et al., 2013; Yuksel, 2015) .
In light of the analysis of the above empirical studies and models, it was noticed that empirical studies found inconclusive and contradicting results related to different context, and with regards to specific dimensions and factors. In addition, it was noticed that these models were sometimes merged together to reach a better understanding and prediction of behavioural decision. As such, these notes have been considered, and the following model and corresponding hypotheses have been developed: 
Methodology Data
Since the current study analyses the acceptance of E-banking services by Islamic banks' customers in Oman, the study population is mainly the Islamic banks' customers in various regions in Oman. Specifically, the estimated target sample size was 300 respondents in line with the previous similar studies in the field of innovations and technology adoption (e.g. Hill, 1998; Bartlett, et al., 2001; Nulty, 2008; Echchabi and Abdul Aziz, 2013) . Out of the distributed questionnaires, only 188 responses were usable. Thus, a response rate of nearly 63 per cent was achieved.
For data collection purposes, a structured questionnaire was developed to gather perceptions of the Islamic banks' customers in Oman regarding the Ebanking services. Specifically, Likert type scaling was used to measure this information (where 1 = Strongly disagree and 5 = Strongly agree). In this regard, 28 items were listed in this section, by adapting them from the existing E-banking literature as well as the general technology adoption models (e.g. Rogers, 1983; Ajzen, 1991; Davis, 1989; Echchabi, 2011; Echchabi and Abdul Aziz, 2013) , as well as from the current finance and electronic banking literature with the necessary adaptations made for the specific context of the study. The second part of the questionnaire gathered the respondents' demographic information, i.e. gender, age, and education level. The questionnaire was prepared in English and was translated into Arabic and was subsequently distributed in both versions. The summary of the respondents' profile in Table 1 
Analysis Methods
The collected data were analysed afterwards using linear regression analysis and one sample t-test through SPSS software version 23. It is noteworthy that in the regression model, the dependent variable is the intention to use E-banking in Oman in the specific case of Islamic banks, while the independent variables are relative advantage, uncertainty, self-efficacy, perceived ease of use, and facilitating conditions. Hence, the linear regression equation can be written as follows: I = β0 + β1RA + β2U + β3SE + β4PEU + β5FC + ε
Where β0 is a constant term βi are regression coefficients PEU refers to perceived ease of use U refers to uncertainty RA refers to relative advantage FC refers to facilitating conditions SE refers to self-efficacy I refers to the customers' intention to adopt E-banking services And ε is an error term
On the other hand, the one sample t-test is used to compare the mean value of each construct item with the neutral point of the 5-points Likert scale i.e. the value of 3. This test is mainly applied to the behavioural intention items to examine the willingness of the Islamic banks' customers to use E-banking services.
Results and Analysis Results
The factors included in the current model were developed using a wellstructured questionnaire. Each factor was measured through at least three items. Table 2 presents the reliability of each factor, which is measured through Cronbach Alpha. In this regard, a Cronbach Alpha greater or equal to 0.6 is considered to be acceptable (Nunnally, 1978) . The results indicate the Cronbach Alpha for the factors is between 0.721 and 0.859. Hence, the measurement is reliable and valid.
In order to test the hypotheses posited above, linear regression is used for the first five hypotheses, while one sample t-test is used to test the sixth hypothesis. Table 3 summarises the linear regression that outlines the factors that influence the customers' intention to use E-banking services. The findings reveal that relative advantage has a significant positive effect on the intention of Islamic banks' customers to adopt E-banking services. Hence, hypothesis 1 is supported.
In contrast, the uncertainty associated with the E-banking transactions was found to have no significant effect on their adoption by Islamic banks' customers. Thus, hypothesis 2 is rejected. On the other hand, the results indicate that self-efficacy has a significant positive effect on the intention of Islamic banks' customers to use E-banking services. As such, hypothesis 3 is supported. In addition, the relative ease of use of the E-banking services was found to have a significant positive effect on their adoption by the Omani Islamic banks' customers. Hence, hypothesis 4 is supported. Similarly, the facilitating conditions have a significant positive effect on the adoption of E-banking services by Omani Islamic banks' customers. Thus, hypothesis 5 is supported.
In summary, out of the factors initially included in the model, four were found to have a significant impact on the Islamic banks' customers' intention to use E-banking services in Oman, namely, relative advantage, self-efficacy, perceived ease of use, and facilitating conditions. These factors explain 33.6 per cent of the Islamic banks' customers to use E-banking services.
Finally, to test the willingness of the Islamic banks' customers to use Ebanking services, one sample t-test was applied and its results are summarised in Table 4 
Analysis
The above findings are in line with Rogers (1983) , Agha and Saeed (2015), Alkailani (2016) , Zainuddin (2014) , and Echchabi (2018) with regards to the relative advantage of E-banking services compared to the traditional methods of banking and its significant positive effect on the customers' intention to use E-banking services. This advantage is primarily valued by customers in terms of the total cost of transactions, and time-saving advantage when using E-banking services, as well as the additional social prestige generally offered by these services.
The findings are also in line with Ajzen and Fishbein (1980) regarding selfefficacy that was found to have a significant positive effect on intention to use E-banking services. This indicates that generally, the Omani Islamic bank customers perceive themselves to have the required technical skills and knowledge that help them to use E-banking services, as they are currently offered.
On the other hand, regarding ease of use, the findings are in line with Davis (1989) , Daneshgadeh and Yildirim (2014) , Alkailani (2016) , Khan, et al. (2017) , Zainuddin (2014) and Echchabi (2018) who found that ease of use has a significant positive effect on the intention to use E-banking services. Particularly, ease of use for the E-banking services is mainly measured according to the extent to which it is easy for the customers to conduct the daily banking operations, the extent to which the banking procedures are easy and clear to be understood, as well as the extent to which E-banking services are easy to use for the continuous management and follow up of bank accounts. Hence, these dimensions significant in understanding behaviour towards E-banking and should be stressed by the decision makers and practitioners to further enhance the use of E-banking by Islamic banks' customers in Oman.
The findings are also in line with Ajzen (1991) with regards to the facilitating conditions that were found to have a significant positive effect on customers' intention to use E-banking services. These conditions mainly refer to the government encouragement and support of E-banking services, the social environment support of the implementation of E-banking services, as well as the level of country's safety, political stability and security that indirectly favour the use of E-banking services. As such, the government authorities have a major role to play in order to enhance the Islamic banking practice in terms of E-banking services.
Nevertheless, the findings of the current study contradict with the suggestions by Rogers (1983) regarding uncertainty which was found to have no significant effect on the customers' intention to use E-banking services. This might be explained by the fact that the Omani customers perceive the E-banking services offered by Islamic banks as relatively trustworthy/not risky, and reliable. As such, it is not considered a significant factor that influence the customers' decision to use E-banking services or otherwise. However, these findings are in line with the low uncertainty avoidance societies that usually embrace changing circumstances, and have relatively higher tolerance for uncertainty (Hofstede and Bond, 1984) .
Finally, the findings showed high tendency of Islamic banks' customers in Oman to use E-banking services. This indicates that the respondents are satisfied with their E-banking experience and intend to continue using these services and their enhanced versions in the future. This is illustrated by their appreciation of the relative advantage and ease of use of e-banking that are prerequisite for regularly using it in their daily transactions, together with the facilitating conditions that should be consistently preserved and maintained by the government authorities.
Conclusion and Recommendation

Conclusion
In summary, the main purpose of the current study was to analyse the perception of E-banking services among Islamic banks' customers in Oman and the factors that might influence their decision. Accordingly, linear regression analysis and one sample t-test were used to analyse data obtained from 188 Omani Islamic banks' customers. Overall, the findings showed high tendency and willingness of Islamic banks' customers in Oman to adopt E-banking services. Furthermore, the findings revealed that relative advantage, self-efficacy, perceived ease of use and facilitating conditions have a significant positive impact on E-banking adoption by Islamic banks' customers, while uncertainty had no significant effect on E-banking usage.
It is noteworthy that the model used in this study is a valuable extension of the innovation and technology adoption models. Moreover, the above findings provide empirical support to the model, and provide evidence of its applicability and suitability to similar settings. In addition, these findings provide clear guidelines to the practitioners and policymakers on the core dimensions to be stressed in order to promote the effective adoption of Ebanking services in Oman for Islamic banks' customers, and which is expected to increase the competitiveness of Islamic banking in the dual banking sector of Oman. Particularly, the practitioners should focus on the relative advantage of E-banking services compared to the traditional services, in terms of cost and time saving, efficiency. In addition, the government authorities are required to set up all the required conditions and regulations that contributes to the proper and safe execution and management of the advanced technological banking services. Moreover, it is recommended that Islamic continuously update the customers on the latest technological applications and services that can enhance the performance of their daily banking transactions. These advances in the banking technology have to be as much as possible made easy and handy to the customers.
Recommendations
Finally, the future studies are recommended to extend the current findings to other settings in order to test and validate the model developed in the current study. Moreover, they are recommended to cover a larger sample that includes the customers of both Islamic and conventional banks and compare between them to identify any differences in adoption patterns.
Similarly, the future studies are recommended to compare between the customers' perception and expectations regarding the E-banking services offered by Islamic banks. This will help the Islamic banks to make the necessary developments to satisfy and retain their customers by providing them better E-banking services. As a result, they would have an opportunity to position themselves in a favourable competitive position with the conventional banks.
